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Abstract
Any organization ventures in the hospitality industry are required to maintain a quality service to achieve competitive 
advantages. As employee’s commitment plays an important role in ensuring a high-quality service, their commitments are 
influenced by their personality traits, as they are also known as emotional labour. The purpose of this study is to investigate the 
dominant personality traits in the company based on the Big Five Personality theory, to assess the level of employees’ 
commitment to service quality (quality pledge) and its relationship. A structured survey was implied, and 143 customer contact 
employees participated. From the data analysed, the results show that there is a very strong relationship between personality traits 
and employees’ quality pledge. Hence, it is recommended for future research to make a comparison between the effect of 
personality traits towards quality pledge on employee’s perspective and also customer’s perspectives.
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1. Introduction
Today, organizations in all sectors, whether it is private or public, faced a tight competition to sustain in the industry. For 
service industries, providing a good quality service to their customers are one of the competitive advantages that must be 
possessed by all. A good quality service is vital for the aforementioned industry in order to maintain positive feedback from the 
customers and thus building an excellent reputation for the organization. 
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As stated by Hartline and Ferrell (1996), most practitioners and industry observer agree that frontline employees who are 
satisfied with their jobs and also committed to them will deliver the highest level of service quality. This shows that the 
employees of an organization play a significant role in ensuring that the quality of service is excellent. However, to deliver a 
good service quality, an organization needs a lot of effort and commitment from the employees. According to Mowday et al. 
(1979), organizational commitment is defined as the strength of one's identification and involvement with their respective 
organization. Basically, individuals who are committed are expected to have greater efforts on the job, having a direct effect on 
the job performance (Becker, 1992). Given on the research conducted by Peeters et al., (2006), there has been a renewed interest 
in examining the predictive role of personality that is related to job-related construct such as performance and satisfaction. 
Therefore, it has been suggested that personality traits or one's disposition may affect the job satisfaction and organizational 
commitment (Firth et al., 2004).  
In service industry, there are several jobs that require the employees to deal with customer and provide services to them. 
These employees are called customer contact employees. Since these employees are responsible for delivering services to their 
customer, not every personality can suit this job. This is because given that personality influences an individual’s cognitions, 
motivations and behaviours (Ryckman, 2004). Being emotional labour employees, customer contact employees have to engage 
certain skills and attitude (Horchschiled, 1983) to provide quality service to their customer. Due to this phenomenon, this 
research is conducted in order to investigate the effects of personality towards quality pledge.
2. Literature review 
2.1 Personality Traits 
It is undeniable that the customer-contact employees of a service-oriented organization are important. Frontlines especially 
are the employees that are directly accountable for face-to-face customer service, service quality, and customer satisfaction 
which all of them are the keys to strong performance. A recent review by Staw and Cohen-Charash (2005) stated that there is a 
debate on the person-situation in servicing industry, and they concluded that a better understanding of employee commitment 
played by personality in organizational settings is needed. On the other note, according to Barrick and Mount (1991), personality 
is considered as a valid indicator of an individual’s performance and behavior. Personality also controls an individual’s sense of 
interpretation on the environment and other situational factors surrounding him or her (Witt et al., 2002). There are many views 
by personality psychologists regarding the structure and concepts of personality. Generally, researchers agree that there are five 
robust factors of personality that can serve as a meaningful taxonomy for classifying personality attributes. The big five consists 
of the following traits including extroversion, neuroticism, openness, agreeableness, and conscientiousness (Goldberg, 1992). 
2.1.1 Extroversion 
The first personality attribute is extroversion. According to McShane and Glinow (2010), extraversion characterizes people 
as outgoing, talkative, sociable, and assertive. In addition, extroverts are cheerful, energetic and optimistic. Conversely, people 
who score low on this personality dimension are referred to introverts who can be described as reserved, independent, and quiet 
(Costa & McCrae, 1991). Extroversion dimension consists of two components (Hogan, 1986), which are ambition (initiative, 
surgency, ambition and impetuous) and sociability (sociable, exhibitionist and expressive). People with this characteristic are 
energetically direct participation, confident in putting forward their views and not conflict with the others; therefore, they could 
produce good job performance. Particularly, extraversion is significantly related to management job performance (Barrick and 
Mount, 1993; Schmit et al., 2000). Similarly, McManus and Kelly (1999) also found that extraversion is the predictor of task 
performance. This is because, extraverted trainees are likely more active and ask more questions during training, Hough (1992) 
showed that they are inclined to be better at training proficiency. 
2.1.2 Neuroticism 
The second trait is neuroticism. Based on the research by Borgatta, (1964); Conley, (1985); Hakel, (1974); John, (1989); this
factor has been most frequently called emotional stability, stability, emotionality, or neuroticism. The research also found that 
the common traits related with this factor include being anxious, depressed, angry, embarrassed, emotional, worried, and 
insecure. According to Connolly and Viswesvaran (2000), it has been found that individuals who are emotionally unstable have 
more difficulty in feeling satisfied towards their jobs. Magnus et al. (1993) suggested that individuals with the strong trait of 
neuroticism (the opposite of emotional stability) experience more negative incidents in life. Hence, Tokar and Subich (1997) 
suggested that the lower the neuroticism, the higher the job satisfaction. Peltokorpi (2008) similarly found that emotional 
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stability has a positive impact on job satisfaction. Emotionally stable people can handle pressure well and handle frustration 
from the jobs better than are neurotic people. 
2.1.3 Agreeableness 
This personality dimension refers to people who are courteous, good-natured, empathic, and caring. Some scholars prefer to 
label this person as “friendly compliance” rather than with its opposite being “hostile non-compliance” (McShane & Glinow, 
2010). In addition, Costa and McCrae (1991) describe the individual with high level of agreeableness as helpful, sympathetic to 
others, soft-hearted, cooperative and good-natured. This is an important factor for social interaction, as a person with great 
agreeableness trait will develop a good interpersonal relationship, and blends into a group faster. This will encourage team 
cohesiveness and effectiveness due to positive emotionality in interpersonal situations (Panaccio & Vandenberghe, 2012).
Hence, Mount et al. (1998) suggested that agreeableness can effectively predict job performance. 
2.1.4 Conscientiousness 
According to Costa and McCrae (1991), the basis of this personality dimension lies within individual differences among 
planning, organizing, and carrying out tasks. Specifically, conscientiousness refers to people who are careful, dependable, and
self-disciplined. In contrast, people with low conscientiousness tend to be careless, less thorough, more disorganized, and even 
irresponsible (McShane & Glinow, 2010). Miller (1999) reported that conscientiousness moderates the impact of role clarity 
and ambiguity on individual well-being as role ambiguity in the work environment has less harmful effects on the conscientious 
individuals. As supported by Digman (1990), Conscientiousness includes being volitional variables, such as hardworking, 
achievement oriented, and persevering. Furthermore, according to Barrick and Mount (1991) and Tett et al. (1991), individuals 
with strong conscientiousness trait are mostly righteous and reliable, earnest and responsible, careful and comprehensive, 
hardworking and good at planning, thus can perform better in most fields. Matthews and Deary (1998) also concluded that 
conscientiousness is the most consistent predictor of job proficiency. 
2.1.5 Openness 
According to McShane and Glinow (2010), this dimension is the most complex as it generally refers to the extent to which 
people are imaginative, creative, curious, and aesthetically sensitive. In contrast, people with low openness to experience tend 
to be more resistant to change, less open to new ideas, and more conventional and fixed in their ways. In addition, individuals 
characterized as high on this dimension demonstrate curiosity for both inner and outer worlds and are willing to entertain new
and original ideas and values whereas individuals in contrast prefer familiarity to novel and usually have muted emotional 
responses (Costa & McCrae, 1991). Lounsbury (2003) identified that openness individuals are likely to accept change, learn 
and gain new experience hence result in positive correlation with job satisfaction. People with strong openness trait are inclined
to trying out new experiences and would gladly accept new challenges, thus attaining better job performance (Salgado, 1997).
In conclusion, it is shown that personality consists of five relatively independent traits that indicate a meaningful measure for
studying individual differences. 
2.2 Quality Pledge 
According to Meyer and Allen (1997), employee commitment towards quality pledge is originally a multi-dimensional in 
nature whereby it encompasses an employee’s loyalty, their willingness to put forth an extra effort in representing the 
organization, adherence to organizational values and intentionally to remain in the organization. Quality Pledge fully involved 
employees to participate in all the activities both work and non-work related of the organization and to dedicate time and effort 
towards the betterment of the organization’s promises (Muthuveloo & Rose, 2005). This is the reason why service quality 
depends on service providers’ effort in fulfilling customer needs and desires. On the other hand, Ahmed, Irfan and Parasuraman 
(1994), also indicate that quality pledge is a form of attitudinal commitment that can be described as the strength of an 
individual’s dedication to provide quality service to an organization’s customers.  
Dominantly, Service quality is defined as the difference between expectations and actual performance that delivered by the 
organization as a whole (Gronroos, 2001). Specifically, service quality as perceived by the customers focuses mainly on a high 
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level of responsiveness and its effect organizational culture on how it is changing the way clients or customers are served. Since 
employees are an important boundary spanners between the customer and the organization, customer desire relatedness such as 
assurance, empathy and reliability are viewed as the means by which an organization conveys a good service. In deliberating 
the quality pledge to provide a quality services, Meyer and Allen (1997) has introduced a concept that comprises with three (3) 
multi-dimensionally components namely as affective commitment, continuance commitment, and normative commitment. 
Affective commitment, which relates to emotional attachment, is normally linked to a favourable working environment and 
relationships with the other employees. Normative commitment, on the other hand, is related to an obligation: employees may 
feel they owe the organization for being given a job when they need it most. Finally, continuance commitment relates to such 
terms of employment as job contracts, which may make leaving the current job very costly or troublesome (Mullins, Linehan & 
Walsh, 2001). Thus, employee’s capability to increase customer satisfaction depends on their commitment to perform the 
service (Loveman, 1998).  
3. Methodology  
This study involved 143 customer contact employees at one of the service organization in Kuala Lumpur. Questionnaire was 
used as an instrument for data collection and distributed using convenient sampling to the respondents. Participation was 
voluntary, and the confidentiality of the responses was assured. At the end of the two-week period, all questionnaires were 
received, which constituted a response rate of 100%. 
4. Findings and Discussion 
4.1 Reliability Analysis 
Reliability analysis was conducted to measure the consistency of the items used in this study. The Cronbach’s alpha value 
for quality pledge items is 0.934 indicating the items used to measure quality pledge is highly reliable. Meanwhile, the alpha
values for all five types of personality items are also reliable with the Cronbach’s alpha value of 0.617 (extroversion), 0.600 
(agreeableness), 0.638 (conscientiousness), 0.854 (neuroticism) and 0.610 (openness to experience). Table 1 shows the score of
Cronbach’s alpha for the questionnaire items. According to Maholtra (2004), the Cronbach’s alpha values of 0.60 and above are 
considered acceptable. 
Table 1. The Result of Correlation and Reliability Analysis 
No             Variables                                     Mean SD 1 2 3 4 5 6 
1. Extroversion                   3.27 0.69 (.617) 
2. Agreeableness                   3.43 0.34 .155 (.600) 
3. Neuroticism                   3.83 0.47 -.124 -.308**. (.638) 
4. Conscientiousness                   2.44 0.65 .084 378 -.193* (.854) 
5. Openness to Experience 3.49 0.46 .139 .283** .018 .561** (.610) 
6. Quality Pledge                   4.17 0.59 -.049 .262** -.068 .726** .494** (.934)
Notes: **significant at the 0.01 level; * significant at the 0.05 level; Cronbach’s alpha values are shown in the parentheses. 
4.2 Multiple Regression Analysis
The purpose of this paper is to examine the relationship between personality traits (extroversion, agreeableness, neuroticism,
conscientiousness, openness to experience) and quality pledge. The multiple regression results found that a strong relationship 
exist between the independent and dependent variables. Furthermore, R value indicates that there is a strong relationship 
between the personality traits and quality pledge for this study. 
Table 2. The Regression Coefficients for Quality Pledge and Personality Traits
Variables Standardized 
Coefficients Beta
Extroversion -.137**
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Agreeableness .394**
Neuroticism -.036
Conscientiousness .578**
Openness to Experience .088
R² .712
Adjusted R² .702
F Value 67.798
Significance F Value .000
4.3 Discussion 
Correlation analysis and multiple regression analysis were conducted to identify the relationship between personality types 
and quality pledge among customer contact employee at a service organization. Based on the correlation results in Table 1, it is 
found that among five types of personality; only three of it significantly correlates with the quality pledge. Results shown that 
there is a significant relationship between agreeableness personality with quality pledge (p<0.01, r = 0.262) in which r value 
indicate moderate strength of relationship (Hair et al., 2007). Openness to experience also significantly influence employees’
quality pledge in which p<0.01 and r = 0.494 which also indicate moderate relationship since the r value is in the range of 0.25-
0.50 (Hair et al., 2007). The result also found that conscientiousness personality significantly influence employees’ quality
pledge with the value of p<0.01 and r = 0.726. Since the r value fall in the range of 0.51-0.75, it indicated a strong relationship 
between two variables (Hair et al., 2007). On the other hand, extroversion and neuroticism does not significantly influence 
quality pledge with the result of p>0.01, r = -0.049 and p>0.01, r = -0.068 respectively.  
On the other hand, regression results in Table 2 shown that there are three personality traits namely; extroversion, 
agreeableness and conscientiousness showed significant relationship with quality pledge with the values of (ஓ= -.137, p<0.05), 
(ஓ= .394, p<0.05) and (ஓ= .578, p<0.05) respectively which showed that these traits significantly influence the quality pledge. 
Conversely, neuroticism and openness to experience indicates non-significant values of (ஓ=-.036, p>0.05) and (ஓ=.088, p>0.05) 
which signified that the variables do not influence the quality pledge. 
These findings are significant and consistent with previous studies. Among others, Tziner et al. (2008) found that employees 
with high agreeableness are more trusting, compliant and caring than others. This personality may foster the development of 
affective commitment in giving quality services to the customer as a sense of attribution. On the other hand, Lounsbury et al.
(2003), stated that a person who have high openness traits, should have high involvement in their work, as it can serve their 
curiosity, exploration and tendency to develop genuine interests for any activities that they are involved in, which in this case 
quality pledge. Moreover, it is also found that employee with high conscientiousness more likely to have higher sense of 
professional efficacy that will drive themselves to put more energy in completing their job (Kim et al., 2009). It is due to the fact 
that conscientious individuals are highly committed to their job and more likely to be thorough in performing their task 
(Mechinda& Patterson, 2011).  
Since the organization deals with high-end customers, superior service is a must which required employees to be more 
committed and diligence in their work in order to provide high-quality services to customers. All these traits are matched with a 
conscientious employee who are emotionally and cognitively invested and committed in their work, high-achiever and self-
control (Roberts et al., 2003). 
5. Conclusion and Recommendation 
Overall this study expands our understanding of the relationship of big five personality and employee’s quality pledge. This 
study provides additional evidence that specific types of personality namely agreeableness, conscientiousness and openness to 
experience significantly influence quality pledge in which conscientiousness shows a strong correlation between variables. Thus, 
it is recommended that organization should be more selective in their hiring decision where they can consider utilizing 
personality test as one of the selection tools to select the right candidates with the right personality. Moreover, the organization 
should hire more potential employees that are more inclined to conscientiousness personality trait to maintain the high level of a 
quality pledge. On the other hand, since personality can also be nurtured, current employees can be trained to develop 
professionalism in committing themselves to service quality.  
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